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Sex Dihicunese are Signiticant Factor PILE COPY 
In Sales-Promotion Appeal’ 


By NEWEL H. COMISH 


Professor of Business Administration, University of Oregon 


Recently Professor R. S. Alexander of Columbia 
University made a study of sex differences in rela- 
tion to sales promotion. The differences between 
men and women were taken from the studies of ex- 
perimental psychologists. In time these basic diff- 
erences between the sexes will have a profound 
affect upon the devices of sales promotion—namely 
advertising, displays, salesmanship, and demonstra- 
tions. I shall draw heavily upon these research data 
for my talk. 

On an average, men have a 
more-rapid reaction time than 
women, in relation both to vis- 
ual and to auditory stimuli. So 
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men. But men are superior to women in the field of 
art and design, although the difference is not very 
pronounced and cannot therefore be used effectively 
in sales promotion. 

Differences in interests are decidedly marked. The 
interests of men are more dynamic and mechanical 
than are those of women. But women are more absorbed 
in people, social contacts, adornment, and domestic 
matters than men. Thus, sales material related to 
athletics, sports, science, engineering, mechanics, 
and adventure are much more effective for men than 
for women. Sales material couched in general princi- 
ples will appeal to men, but for 
women the material should be 
concrete. Testimonials are far 
more effective with women 


demonstrations for women 
should go more slowly than for 
men; sales talks should proceed 
less rapidly for women than for 
men; the timing of radio com- 
mercials that appeal to women 
should be slower than material 
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than with men. 

Men have fewer dislikes than 
women and apparently do not 
express them as often nor as ef- 
fectively as women. Matters 
connected with sex are more 
unpleasant to women than to 


prepared for men. ates 

But “women are better at 
tasks requiring rapid adapta- 
tion of response and shifts of 
attention than men.” Thus, the 
transitions from idea to idea in 
sales-promotion material for women should be 
quicker and more frequent than that for men. 
Women also have more ability to bear pain than 
men. This being true, pain-killing appeals in sales 
promotion have less effect on women than men. 
Fewer females than males are color blind. Women 
recognize and name colors more quickly and accur- 
ately than men. Women also more readily differenti- 
ate shades of color and prefer shades of color not 
generally chosen by men. So, color appeals in sell- 
ing are better for women than for men. Colors need 
be merely named in sales material for women, but 
should be shown to men. Labels and packages pre- 
sented to women can be effectively shown in shades 
of color. But, when presented to men they should 
be in solid colors. 

As a rule, women have more aptitude for music 
and have more musical discrimination than their 
brothers. As a consequence, musical radio promo- 
tions will be more effective with women than with 


* Talk delivered before the Oregon Retail Distributors Institute 
at the University of Oregon in May 1948. 
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men. The selling implication is 
that more adjectives and super- 
latives should be employed in 
sales material for women than 
for men. But sales promoters 
should avoid appeals to the dis- 


likes of women, if they expect to sell to them. 


While men and women are equal in intelligence, 
women have greater linguistic ability than men. But 
men understand and manipulate numbers better than 


women. Men also surpass women in mechanical 
ability, cd have greater reasoning powers (or are 
more willing to use reasoning) than women. But 
women are more accurate in perception than men, 
although men are speedier. So statistics may be em- 
ploved effectively with men, but not with women. 
Personal selling appeals are better for women, ra- 
tional appeals for men. 


Thus, the selling expert might use the following 
emotional appeals for women: (1) Distinctiveness, 
which indicates individuality in judgment, taste, 
display of leadership in personal appearance or in 
appreciation of new offerings. (2) Emulation, which 
rests in the desire to equal or rival one’s neighbors 
or friends; this is illustrated by the advertisement, 
“Silk, the accepted fabric of elegance.” (3) Economi- 
cal emulation, in which cost becomes a factor in 
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“keeping up with the Joneses ;” an example is a “$30.00 
style for $3.00.” (4) Pride in personal appearance, which 
is really self-esteem; as a selling appeal it might be 
illustrated in the soap ad, “The skin you love to 
touch.” (5) Social achievement, which aims at suc- 
cess in social relationships by a manifestation of 
good taste, for example, “Charming memories of 
silverware.” (6) Expression of artistic taste, which 
is satisfaction in the possession of artistic objects or 
through artistic accomplishment; to illustrate by a 
furniture ad, “To those who love furniture for its 
beauty of design.” (7) Romantic instinci; this " may 
illustrate by an incense advertisement: “A tiny wisp 
of incense, curling from a burner in your home to- 
night can bring to you all the mystery, all the 
beauty, and all the lure of eastern romance.” These 
examples will suffice to show the emotional selling 
appeals that are effective with women. 

Now for the rational appeals that are effective for 
men: (1) Handiness, which is convenience of having 
the product ready at hand; for example: “For every 
car, a whole kit of tools.” (2) Efficiency in operation 
or use, in which the emphasis is upon, let us say, the 
smoothness or precision of the machine; for exam- 
ple: “A good, clean, comfortable shave.” (3) De- 
pendability in quality, which means that the article 
has uniformity of quality. (4) Durability, which 
means economy in maintenance. (5) Reliability of 
auxiliary service, for example, dependable repair 
service accompanying a machine. These examples 
will illustrate the rational motives which appeal 
strongly to men. 

There are also memory differences between men 
and women. Women excel in memory performance, 
especially for words and facts, but not for figures. 
Yet, strange to say, men remember brand names 
and slogans better than women. Men are more in- 
fluenced by the size of the advertisement than 
women. But women are more influenced by repeti- 
tion of idea or word than men. So numbers, charts, 
graphs, and designs in sales material are more effec- 
tive with men than with women. 

Women are more inclined to be nervous, moody, 
and emotionally unpredictable than men. Women 
fear more than men. But men become angry more 
quickly and react more violently than women. Thus 
fear, love, pity, and dissappointment are much 
better selling appeals for women than for men. 
Women tend toward introversion; men, toward ex- 
troversion. Women are more likely to be absent- 
minded, daydreamers, and susceptible to criticism 
than men. So, appeals that invite people to go places 
and do things are more effective with men than with 
women. But subjective appeals are more fruitful 
with women. 

Men are more self-sufficient than women. Thus, 





THE BUYIN 


tCopyright, 1948, S< 





r———E stimated Population—1/1/48—— 


USA. 


Total 
: ™ (in % of 
Counties—C ities thousands) State 
Baker 
m Baker 











Corvallis 
Clackamas 

Oregon City 
Clatsop 

Astoria 


Coos 
Coos Bay 
roo 
et 
Deschutes 
Bend 
Douglas 
Roseburg 
Gilliam 
Grant 
Harney 
Hood River 
Jackson 
Medford 
ae 
osephine. 
Grants Pass 
lamath 


Klamath Falls 
Lake 









































— » th) 









































Lane 


— 
CoO WOAreD NUH 





NBN BRAS WH MANN ASARSNOWAROSON AMS! 


Eugene 
Lincoln 
Linn 

Albany 
Malheur 
Marion 

Salem 
Morrow 
Multnomah 

Portland 
Polk 
Sherman 
Tillamook 
Umatilla 

Pendleton 
Union 

La Grande 
Wallowa 
Wasco 

The Dalles 
Washington 
W heeler 
Yamhill 






































DID SIN re O10 00 














wow he DNOe NOR Ue 














ww a 
rated ade att at ee 








00 DA RAN WONNUNVEWNUOANAUNOANS OWONWNS VE DaUVHAYHUN 


w 





State total 





*Withheld to avoid disclosure. 


Families 
(in 
thousands) th 


. ) 
on 


N 
2 LN 00 OD 


a 
at atm 


eS 


amd 


at: 


N Wine 
CONN ONONHWODAWwH OM NAMOW se 


— 


~—= Ge ee 
ANNNVNCCWeNAS- 
Nwwooneo 


NOmNNMT 


rer 
cs 
o> . . 
> ONN & YO UWwe Ww ON 


Cel 
AANW 


os 
On Dwaws 


COWMUNOA 


oe 





selling appeals should not give as much advice to 
men as to women. Sales appeals for women should 
have more expressions of appreciations and flattery 
than appeals for men. The salesman can more often 
say effectively to a man than to a woman, “Here are 
the facts. Now you make up your mind.” To a woman 
it is better to say, “Here are certain facts and the 
conclusions we draw from them. We offer them in 
the hope that your good taste and sound judgment 
will dictate the selection of this item which clearly 
fits your needs and wishes.” 

Women are less dominant,than men. Men are less 
docile, and more desirous of running things. Men are 
also more resistant to discipline than women. So the 
salesman or advertiser can rely more heavily upon 
authority and convention when appealing to women. 
But men are more readily affected by appeals of 
ownership or use of products which enable them to 
dominate others. Women are more suggestible than 
men. Suggestive appeals alone will sell goods to 
women. But suggestion buttressed by reason is 
more effective with men. 

The foregoing differences between men and 
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women will very probably be utilized in the future 
as the bases for some advertising, salesmanship, dis- 
play, and demonstration. Perhaps the big depart- 
ment stores, the chains, and the mail-order houses 
will be the first to make use of these sex differences. 
However, I see no reason why small merchants who 
have a flare for saies promotion cannot also utilize 
such differences. It will be interesting to anticipate 
changes in sales promotion based up sex differences. 





U. S. Department of Commerce Reports 
On Current Business Conditions 


The recent intensification of demand pressures has 
not been accompanied by a corresponding improve- 
ment in supplies, the Office of Business Economics, 
U.S. Department of Commerce, reports in a review 
of the business situation in July. 

Aggregate production has shown little change 
since the latter part of 1947, apart from seasonal in- 
fluences and the effects of labor-management dis- 
putes. 

Consumer income, already bolstered by lower 
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withholding taxes made effective in May, has been 
further advanced by important wage awards. The 
latter also exerted price pressures through their ef- 
fects on costs. 

Personal income advanced to a seasonally adjusted 
annual rate of $208 billion in May. Wage and salary 
payments, which increased in May after de. lining in 
the three preceding months because of industrial dis- 
putes and the uneven flow of materials, largely ac- 
counted for the rise over April. A further rise in wage 
payments is expected in view of the wage settle- 
ments negotiated in June and early July. 

The increases being projected in government pro- 
curement and in exports have lent additional 
strength to the business situation, and the latest 
quarterly reports submitted by business concerns 
indicate a continued high rate of plant and equip- 
ment outlays. ; 

Employment exceeded 61 million in June—a new 
record—as large numbers of seasonal workers en- 
tered the labor force to work on farms and take other 
summer jobs. The May-to-June rise was better than 
the usual seasonal advance. 
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CURRENT BUSINESS TRENDS IN OREGON 


Retail Sales. Portland department-store sales are showing a 
decreasingly favorable increase, compared to a year ago, although 
sales are better than in most other Pacific Coast cities. Percentage 
changes in dollar value of sales of department stores in Pacific 

Coast cities, compared with the corresponding period a year ago 


are as follows: 
Four Weeks Ending Calendar Year to 
City August 7, 1948 August 7 
Portland +11 +1 
Los Angeles 
( 








San Diego +11 


Dakland 
San Francisco 
Seattle _ sd 

United States +16 Not available 


For many years the Department of Commerce collected a sample 
of retail sales from all parts of the United States. All of the larger 
communities in Oregon were included. A year ago the size of the 
national sample was sharply reduced, and in Oregon figures were 
collected only for Portland and, on a limited basis, for Union 
County. Beginning with July 1, 1948, reduced appropriations have 
necessitated a further reduction in the size of the sample, with the 
result that Portland retail sales ar no tonger collected by the De- 
partment of Commerce. Accordingly, retail sales figures will no 
longer be published in the Oregon Business Review. 

Employment. The number of unemployed on July 1, 1948 was 
30,500, the lowest number at that time of year since records have 
been available. Despite widespread displacements during June asa 
result of the floods, the number of people looking for work declined 
700 in the Portland metropolitan area during the month and 3,600 
upstate. With employment reports indicating a steadily expanding 
labor force that is expected to exceed by 10,000 to 15,000 last year’s 
peak of 647,700, the number of employed will probably establish 
new state records late this summer. 

During the first part of July there was an accumulation of agri- 
cultural jobs because of the previous wet weather. Important tasks 
to be performed were the harvesting of green peas and hay; the 
thinning of apples, peaches, and pears in the Hood River and Med- 
ford areas ; completion of the strawberry harvest and the beginning 
of the picking of cane berries (raspberries, blackberries, etc.). 




















Cherries were being harvested in the Milton-Freewater, The 
Dalles, and Ontario areas, and were about to be picked in the 
Willamette Valley. In other parts of the state various agricultural 
operations were also using large numbers of hired workers. The 
wages paid these workers has increased somewhat during the past 
year as shown in the following comparison: 


July 1, 1947 


July 1, 1948 
$145.00 $150.00 


181.00 195.00 
7.00 7.30 
7.80 8.30 

Lumber. Sawmills in the Douglas-fir region of Oregon and 
Washington produced 4,109 million board feet of lumber during 
the first six months of 1948. This exceeded the output for the same 
period in 1947 by more than 37 million board feet. June production 
was about 3 per cent less than that of May, because of flood waters 
which closed many mills. Most of the mills that were forced to 
suspend operations are now producing. The principal concern of 
lumbermen at the present time is a threatened car shortage during 
the late summer. 

Building Permits. As shown in the table at the bottom of this 
page, the dollar total of building permits is running approximately 
half again as much as last year. Part of this may be attributed to 
higher prices, but much of it represents a real increase in con- 
struction. The average value of the permit for a single-family 
residence in various communities in Oregon may be of interest. 
The following list includes those communities reporting to the 
Bureau of Business Research 10 or more residence permits in June 
1948 : 


Per month, with board 
Per month, without board 
Per day, with board 
Per day, without board 














Number of 

: Single-Residence Average Value 
City House Permits of Permits 
Ashland 

en 
Coos Bay 
Corvallis 
Eugene 
Grants Pass 
Mediord 
Portland 


Salem 
Springfield 
































BANK DEBITS 


_ Bank debits represent the dollar value of the checks drawn against individual deposits. Approximately 90 per cent of all goods, property, and services 
is paid for by check. Bank debits are regarded as indicators of the general trend of business, though their value for this purpose may be impaired by sub- 
stantial changes in the level of prices. The Bureau of Business Research collects bank debits from 94 banks and branches monthly. On occasion, the 
totals for the same month in different issues of the Review are not directly comparable because of necessary adiustments in basic data. 


Marketing Districts Reporting 
Oregon 

Portland (Portland, Hillsboro, Oregon City, etc.) ..........--00+« 27 
Lower Willamette Valley (Salem, McMinnville, etc.).......... 
Upper Willamette Valley (Albany, Corvallis, Eugene, etc.) 
North Oregon Coast (Astoria, Tillamook, etc.) 

ougias, Coos Bay 
southern Oregon (Ashland, Medford. Grants Pass)............. 
Upper Columbia River (The Dalles, Hood River, etc.)......... 
Pendleton area 
Central Oregon (Bend, Priievi'e, Redmond) 
Klamath Falls, Lakeview avea................... 
Baker, LaGrande area 
Burns, Ontario, Nyssa 
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June 1948 


Debits 
June 1947 
$836,987,706 
529,243,058 
62,595,940 
81,373,254 


Debits June 1948 Compared with 
May 1948 June 1947 May 1948 
$896,720,662 + 5.8% 
567,106,805 0.9 
67,077,985 
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BUILDING PERMITS 


Building 


rmits give an indication of building operations planned rather than actual construction under way. Care must be taken, in interpretin 


these data, to allow for the lag which may elapse between the issuance of the permit and the beginning of actual construction. The data have been collecte 


by the Bureau of Business Research. 
. New 
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New 
tial Nonresidential 
June 1948 
$ 20,948 


1,993 


Additions, Alterations 
epatrs 
June 1948 


Totals 
June 1948 


Totals 
June 1947 


Totals 
May 1948 


480 
590,475 
$4,107,485 


332,290 
778,916 


$10,346,674 


872.916 
$6,156,841 


805 
1,400,270 
$9,276,816 





$1,382,765 
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